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ABSTRACT

This study was carried out to examine the attitude of consumers towards Nigerian made goods . Specifically, the study examined the attitude of Nigeria towards Nigeria made goods. Also, know if really Nigerians prefer Nigerian made good to foreign made one on the reverse. More so,  know if the Nigeria made is of quality or inferior quality. The study further  find out if Nigeria made goods preferable. Furthermore,  find out the main factors consumers consider before making purchases. Lastly, the study determine what Nigeria manufactures would do to direct the preference of Nigerians in Enugu metropolis to locally manufactured goods. The study employed the survey descriptive research design. A total of 77 responses were validated from the survey.  From the responses obtained and analyzed, the findings revealed that the attitude of Nigeria towards Nigeria made goods is positive. Also, Nigerians prefer Nigerian made good to foreign made ones. Furthermore, Nigerian goods are made of quality materials. More so Nigeria made goods is preferable. The study further the factors consumers consider before making purchases are quality and quantity, price and time of delivery and source of supply. Lastly, Nigeria manufactures can direct consumers towards locally produced goods by having a well branded product, producing quality product and making product price friendly. The study thereby recommend that the Nigerian manufacturing industry should adopt cost reduction strategy in production so as to provide reasonable and affordable prices for customers as this will go a long way in satisfying their customers.  Also, Nigerian manufacturers must strive for excellence in quality of made in Nigeria product with respect to their products and brands in order to compete successfully against foreign competitors. 
CHAPTER ONE

INTRODUCTION

1.1     BACKGROUND OF THE STUDY
It is quite obvious to note that political and economic history of Nigeria has great influence on their trade relations as well on the consumption patterns of the people. The trend cannot be ignored by a meaningful study of consumer patterns in Nigeria whole constitutes sheth (1969) and Engel, Kollat and Black well (1978). This research objectives “Nigerians towards both Nigeria makes goods and the foreign made one in obvious. This trace back to the early 19th century during the Nigeria colonization era by the British, before them, there had not been a specific design of the goods but the Europeans stated by giving their black sentence” already used goods as composition and motivation.  However, due to the fact that Nigerians had a positive response motion to the use of goods produced in Nigeria, our colonial masters (British) felt the need to importing foreign goods into the country e.g. (Nigeria) this step, which was taken at a stage led to the development of industries that were engaged in production of the goods. Nigeria are working with those masters, great advantage where gained in the production of these goods and with the advent o independence they set up a manufacturing industry. Even after the knowledge that was gained and the manufacturer of those goods Nigeria were still having a greater demand for the foreign made ones than that of the locally made ones this continues for a long time until foreign made goods were kept or set aside for occasional use and less important occasion the demand for foreign goods with just for the fact that they are manufactured outside the country (Nigeria).  More so, we still go for those goods that locally made but having foreign label as “ made in Japan, made in England and made in France” and the rest of them irrespective of where they were manufactured the demand for foreign made goods was growing geometrically while that of Nigeria made good is more or less below arithmetic progression sheth (1969).
The great affinity to locally made goods that are labeled foreign made is a vivid example of this great demand of the foreign made ones. It could be newly drawn out that the Nigerian need myopic meaning to what exactly the foreign and locally produced manufacture good are. These locally made goods are then seen to far the less effluence or less important in the society sheth (1969). Numerous cited instances clears that the average Nigeria consumer has a relative attitude towards locally made goods and prefer imported ones.
However, an urgent and positive stage should be taken to ensure that goods made in Nigeria are given a face-lift or ensure constant patronage.
1.2    PROBLEMS ASSOCIATED WITH THE SUBJECT MATTER
it has more often than not been said that most Nigerians prefer imported product to the Nigeria made equivalent the result is such preference on some Nigeria industries can be devastating and invariable has negative influence on the Nigeria economy in both the short and long one. Hence the preference has become a problem that requires immediate and accurate solution sheth (1969).
Despite the adoption of numerous insures ability and consumption of foreign goods the still persisted the study therefore the study therefore the researcher seeks to find out the cause possible solution to them.
1.3      PROBLEMS THAT THE STUDY WILL BE CONCERNED WITH
The greatest difficulty that limited the progress of this study is time it tool a lot of time and energy of explain some of the questions to the illiterate consumers. In order to fill the questionnaires appropriately and more over time given for the study was short.
The cost of reaching consumers and carrying out this research work the researcher was also constrained by the attitude of Nigeria who will never like to help or disclose information on the influencing matters of research whether for academic purpose or otherwise.
In spite all these constraints the researcher did a fined work.
1.4            IMPORTANCE OF STUDYING THE AREA
The importance of this particular work, “attitude of consumers towards Nigeria made goods” (a case study of Enugu Metropolis)
To know the attitude of Nigeria towards Nigeria made goods.
To know if really Nigerians prefer Nigerian made good to foreign made one on the reverse
To know if the Nigeria made is of quality or inferior quality.
To find out if Nigeria made goods preferable
To find out the main factors consumers consider before making purchases.
To determine what Nigeria manufactures would do to direct the preference of Nigerians in Enugu metropolis to locally manufactured goods.
1.5
RESEARCH QUESTION

The following questions have been prepared for the study

What is  the attitude of Nigeria towards Nigeria made goods?
Do  Nigerians prefer Nigerian made good to foreign made one on the reverse?
Is  the Nigeria made of quality or inferior quality?
Is  Nigeria made goods preferable?
What are the factors consumers consider before making purchases?
What can Nigeria manufactures do to direct the preference of Nigerians in Enugu metropolis to locally manufactured goods?
1.6
SIGNIFICANCE OF THE STUDY

This study is significant to the Nigerian government as they will be exposed to the need of promoting the made in Nigeria goods in other to boost consumer trust and also improve the country s economy.

The study will be significant to the academic community as it will contribute to the existing literature.

1.7
SCOPE OF THE STUDY

This study will know the attitude of Nigeria towards Nigeria made goods. The study will also know if really Nigerians prefer Nigerian made good to foreign made one on the reverse. More so the study will know if the Nigeria made is of quality or inferior quality. The study will further find out if Nigeria made goods preferable. Furthermore, the study will find out the main factors consumers consider before making purchases. Lastly, the study will determine what Nigeria manufactures would do to direct the preference of Nigerians in Enugu metropolis to locally manufactured goods. Hence this study will be delimited to Enugu State.

CHAPTER TWO

REVIEW OF LITERATURE

INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework

Theoretical Framework

2.1
CONCEPTUAL FRAMEWORK

Consumer Buying Behavior
The American Marketing Association defines consumer behavior as “the
dynamic interaction of affect and cognition, behaviour, and the environment by which human beings conduct the exchange aspects of their lives” In other words, consumer behavior involves the thoughts and feelings people experience and the actions they perform in consumption processes. It also includes all the things in the environment that influence these thoughts, feelings, and actions. These include comments, from other consumers, advertisements, price information, packaging, product appearance and even government legislation’s such as Ban on importation of textile materials. It is important to recognize from this that consumer behavior is dynamic, involves interactions, and involves exchanges. Consumer behaviour is dynamic because of the thinking, feelings and actions of individual consumers. For example, the Internet has changed the way people search for information about products and services. The fact that consumers and their environments are constantly changing highlights the importance of ongoing consumer research and analysis by marketers to keep abreast of important trends. The dynamic nature of consumer behaviour makes development of marketing strategies an exciting yet, difficult task. Strategies that work at one time, or in one market may fail miserably at other times or in other markets. Consumer behaviour involves interactions among peoples thinking, feelings and actions, and the environment. Thus marketers need to understand what products and brands mean to consumers, what consumer must do to purchase and use them and what influences shopping, purchase and consumption Further more, consumer behaviour involves exchanges between human beings. In other words, people give up something of value to others and receive something in return. Much of consumer behaviour involves people giving up money and other things to obtain products and services, that is exchanges between buyers (consumers) and sellers (marketers). In fact, the role of marketing in society is to help create exchanges by formulating and implementing marketing strategies
Further more, consumer behaviour involves exchanges between human
beings. In other words, people give up something of value to others and
receive something in return. Much of consumer behaviour involves people giving up money and other things to obtain products and services, that is exchanges between buyers (consumers) and sellers (marketers). In fact, the role of marketing in society is to help create exchanges by formulating and implementing marketing strategies.

Consumer Decision Making Process
Even thinking about your own experiences as a consumer is enough to
help you to appreciate the variety of goods that people purchase, the individuality of each purchasing episode and the complexity of the influences affecting the final decision. Never the less, there have been many attempts to create models of consumer decision making of greater or lesser complexity and detail that try to capture the richness of the experience, such as those proposed by Howard and sheth (1969) and Engel, Kollat and Black well (1978). The Engel, Black Well and Miniard (1990) model presented here, although more concise and simpler in its outline, provides a framework that still allows us to consider, through discussion, many of the more complex elements. It traces the progress of a purchasing event stage by stage from the buyers point of view, including the definition of likely information needs and a discussion of the level of rationality and analytical behaviour leading to the eventual decision . Let us consider each stage in turn;-

• Problem Recognition
In trying to rationalize the decision- making processes, problem recognition is a good place to begin. After all, if you are not aware that you have a problem how can you decide to purchase something to solve it? More functional purchases, such as replenishing stocks of washing powder or petrol, may be initiated by a casual glance at current stock levels. Other purchases may be triggered by a definable event. If for example, the exhaust falls off your car, you will soon become aware of the nature of the problem and the kind of purchase that will provide the remedy. These are very practical and straightforward examples, but not all situations are quite so self-explanatory. Where psychological needs are involved, the problem recognition may be a slow dawning or may lead to a sudden impulse, when the consumer, realizing that the current position or feeling is not the desired one, decides to do something to change it through a purchase.

However, the impetus to go into a purchasing decision making routine
comes from the consumer. The consumer identifies or recognizes the problem, independently from the marketer, and looks for a solution. But marketers can use the marketing mix elements to influence the choice of solution. It is also possible, however, for marketing mix to bring a problem to the consumer’s attention.
If one was to be cynical, one could accuse them (marketers) of deliberately creating problems in order to stimulate purchase. There is of
course, a significant difference between being aware of a need or problem and being able to do something about it. Many needs are latent and remain unfulfilled, either because consumers decide not to do anything about it now, or because they are unable to do anything. We might all feel the need to wear Holland’s wax, but we must not only be willing, but also financially able, problem recognition, if it is to lead anywhere, therefore, requires both the willingness and the ability to fulfill the emerging need.

• Information Search
Defining the problem is one thing, but defining and implementing the solution is something else. The questions to be answered include what kind of purchase will solve the problem, where and how can it be obtained, what information is needed to arrive at a decision and where that information is available, in some cases, consumers will actively search out relevant information with a view to using it in making decision, but they can also acquire information passively, storing it away until it is needed. Thus, blotch et al (1986) distinguished between ongoing search (browsing and strong for future reference) and purposeful search with a particular objective in mind. Daily, consumers are exposed to wide range of media all designed to influence awareness and recall of particular products and services. Whatever forms the information search takes; the data gathered are useless until they are evaluated. However, it is likely that many consumers proceed to evaluation with a minimum of information that furthermore may be too partial, biased or poorly structured for the decision that needs to be made. This is bound to influence the quality of the eventual decision.

• Information Evaluation
The questions that often arise is on what criteria do one evaluate the information gathered? An online search could generate over 1000 entries to sift through and even typical yellow pages could provide up to 10 pages of exhaust system dealerships, featuring over 100 potential outlets within reasonable traveling distance. If one have had no previous experience of any of them, then he have to find a means of differentiating between them. One may unlikely to investigate all of them, since that would take too long, and so one may draw up a shortlist on the basis of those with the biggest feature entries in yellow pages, those whose names pop up first in an internet search, or those who also advertise prominently in the local press or on television, such advertising may emphasize the advantage of using a particular outlet, pointing out to the consumer what the appropriate evaluative criteria are (speed, friendliness or price, for example) location may also be an important factor some outlets are closer to home or work than others. In all evaluation processes, the consumer narrows down from a wide list of potential options to an evoked set (Howard and Sheth, 1969)  a final shortlist for serious appraisal. Being a part of the consumer’s evoked set, and staying there is clearly important to the marketer, although it is not always easy. Sutton (1987) , for instance, found that it was easier for a new product or brand to enter the evoked set than it was for an existing one that had been considered previously, but rejected. Generally, what actually happens is that without necessarily being conscious of it, the potential buyer constructs a list of performance, criteria, then assessing each supplier or available brand against it. This assessment can be based on objective criteria, related to the attributes on the product and, its use (price, specification, service) or subjective criteria such as status, fit with self-image or trust of the supplier.
• Decision
The decision may be a natural outcome of the evaluation stage, if one supplier is noticeably more impressive on all, the important criteria than the rest. If the choice is not as clear cut as this, the consumer may have to priorities the criteria further, perhaps deciding that price or convenience is one overriding factor. Three factors affect consumer purchase intention, namely attitude of others, Anticipated situational factors and unanticipated situational factors.

Post-Purchase Evaluation
Whatever the purchase, there is likely to be some level of post purchase
evaluation to assess whether the product or its supplier lived up to the expectations raised in the earlier stages of the process. Particularly if the
decision process has been difficult or if the consumer has invested a lot of
time, effort and money in it, then there may be doubt as to whether the right decision has actually been made. This is what Fastener (1957) labeled “cognitive dissonance “ meaning that consumers are psychologically uncomfortable” trying to balance the choice made against the doubts still held about it. Such dissonance may be aggravated where consumers are exposed to marketing communication that sings the praises of the features and benefits of the rejected alternatives.

Determinants Of Consumer Brand Choice
The Howard Sheath model of consumer behavior as regards to evoked
set, suggest the following about consumer purchase decision process as it
concerns imported and locally manufactured textiles. Non specific motives such as the desire for bodily protection and beauty direct the consumer’s consciousness to the desirability of textile materials as a product class faced with making a choice from the evoked set made up of some alternatives in the product class, the consumer attempts to satisfy his more specific motives through the application of decision mediators. The consumer’s evoked set, which in this case is made up of two broad sets of alternatives imported and locally made textiles is constructed on the basis of his previous familiarity with textile materials, his motives and his learning process. On the other hand, the mediators are established through learning and experience.

Consumer Choice Behaviour
Several variables could be ascribed as factors that affect the choices
consumers make. Such may include attitudes, preferences and images.,
however, when several alternatives among brands, product qualities exist the consumer simply repeats a response that proved satisfactory in previous similar situations. No real choice is made, no conflict is experienced and no intervening variables are at work Consumer choices are made in various ways, ranging from complex, conscious decision-making process to easy quick judgments. But, generally, consumers make choices that fall between these two extremes. Often two sets of factors are at work.
(a) Values, goals, or motives by which alternatives are evaluate, and
(b) Attitudes about the alternatives that relate them to the values.
The importance of value in consumer choice manifest itself in decision making for instance, in a choice between two products, (foreign and Locally made textiles) the concept of time each will last may be consciously or unconsciously salient. The two products may be evaluated positively or negatively depending on the past experiences of the customer. If the customer has had pleasant experiences with one of the two product brands, the effect will have a positive effect and unpleasant experiences will have a negative effect In other words, the effect depends on the amount of positive or negative rewards previously associated with the value.
Values strongly influence consumer behaviour and even through the
specific situation may dictate slightly different actions, over all there is much similarity in consumer, behaviour within a given culture, such as in tastes, methods of shopping, and so forth.

Major Factors Influencing Consumer Buying Behaviour.
Social Class;
Social class is a form of stratification that attempts to structure or divide a
society. Social classes are divisions of the total society into which individuals and families can be placed. In Nigeria and Africa in general, membership in any particular social class is determined by factors, such as; occupation, wealth, income, education, power and prestige. Occupation is said to be the best predictor of social lass membership. Generally, members of each social lass tend to be homogenous in attitudes, and behaviour. In other wards, people of the same social class tend to dress alike, live in the same neighborhoods, have similar attitudes and opinions and shop in the same shop. The major characteristic found among the upper and middle lass of Nigerians, for instance, includes:
• More urban identification; they love to live in big cities of Abuja, Lagos,
Kaduna Portharcourt, Kano etc.
• Stresses rationality; they are too conscious of their behaviour; easily
makes one believe they know what they are doing.
• Greater sense of choice making.
• Self confident, willing to take risks.
• Sees him or herself tied to national happenings.

Reference Groups
Reference groups are any groups whether formally or informally constituted, to which an individual either belongs or aspires to belong, for
example professional bodies, social or hobby-oriented societies, or informal, vaguely defined life style groups (I want to be a Yuppie). There are three main types of reference group, each of which affects buying behavior and these are membership groups, Aspirant groups and Dissociative groups Membership groups; - are the groups to which the individual already belongs, whether they are conscious of it or not. In buying clothing, for example, the purchaser might think about the occasion for which it is going to be worm and consider whether a particular item is suitable. There is great concern here about what other people will think. Buying clothes for works is severely limited by the norms and expectations imposed by colleagues (a membership group) and bosses (an aspirant group ?), as well as by the practicalities of the workplace. Similarly, choosing clothes for a party will be influenced by the predicted impact on the social group who will be present; whether they will be impressed; whether the wearer will fit in; whether the wearer will seem to be overdressed or underdressed; or whether anyone else is likely to turn up in the same outfit. Thus, the influence of membership groups on buying behaviour is to set standards to which individuals can confirm, thus consolidating their position as groups members. Of course, some individuals with a strong sense of opinion leadership will seek to extend those standards by exceeding them and challenging the norms with the expectation that others will follow.

Aspirant Groups: 

are the groups to which the individual would like to belong, and some of these aspirations are more realistic than others. An independent professional single female might aspire to become a full-time housewife with a husband and three children, and the house wife might aspire to the career and independent lifestyle. Peoples desire for change, development and growth in their lives is natural, and marketers frequently exploit this in the positioning of products and the subtle promises they makes.

Work And Social Groups.
Work and social peers exert pressure upon individuals to conform to
particular norms and standards. These norms and standards provide the
benchmark for acceptable behaviour influence, the development and
modification of attitudes. This is often expressed in subsequent product
preference
Culture
Culture can be described as the personality of society within which an
individual lives. It manifests itself through the built environment, art, language literature, music and the products society consumes as well as through its prevalent beliefs, value systems and government .18. Culture is also the sum total of behavior response made by large groups of people when the are faced with similar problems. Culture represents ideas, values and attitudes governing the behavior of a member of the group. The growing new baby learns the set of values, preferences, and behaviors in a society through the process of socialization involving the family and neighborhood. Each culture contains subcultures, which provide specific identification and socialization for its members. These subcultures may be nationality groups, religious groups, racial groups, and geographical groups. It is important to note that in the present day Nigeria, religious and geographical groups play a significant role in most of our activities. An indication of our cultures orientation toward achievement from a marketing perspective is the importance of certain symbols in our society.
Because achievement often has a materialistic aspect to it, owners of certain products are granted with the stamp of having arrived. for example a v-boot Mercedes Benz or jeep car tells something about the achievements to its owner, as does a large house in the right neighborhood. So also is the constant appearance of Ibo woman from the south eastern Nigeria often with Holland’s wrapper or clothing granted with the stamp of :A Big Madam
Religion
Most Nigerians are religious, and they embrace Islam, Christianity and
traditional religion. There are just a few elite who generally claim to be atheists. Buying behaviors and mode of dressing among Nigerians are often generally dictated by the tenets of their faith. For instance, a responsible Muslim woman from the north in line with her religion is expected to cover her head with hijab, so is a Christian woman expected to tie wrapper that will go down beyond her knees, with head scarf to cover the head.

Attitudes Towards Made In Nigeria And Foreign Products 

The undeveloped countries of the world share many things in common, one of which is the presence of weak and struggling infant industries. The Nigerian situation and scenario is no exception. With a defunct agricultural sector, a feeble manufacturing sector, the country no doubt has very few products bearing the “Made in Nigeria” label: and like many under-developed nations, consumers have a declining purchasing power yet still maintain apathy for indigenous products and having all other things being equal would avoid their purchase (Okechukwu & Onyemah, 1999). The resounding assertion and consensus of extant literature that consumers located in the developing and undeveloped economies are less approving and approbatory of domestic products than they are of goods with a foreign COO (Ettenson, 1993; Okechukwu & Onyemah, 1999). Cordell (1992) also asserts that the preference for domestic products in the underdeveloped economies falls very short when compared to the huge acceptance of their imported counterparts. Also, in Nigerian context, the COO effect is not only in objective terms but also in perceived terms. In other words, products generally from Nigeria are viewed with negative impressions even though it may not be true for some objectively (Okechukwu & Onyemah, 1999). However, general experience shows an exception in the manufacturing of electric cable brands made in Nigeria, which are preferred to most imported brands. For example, many Nigerian consumers in Nigeria believe that imported electric cables from Korea are of lower quality than the cables made in Nigeria such as Niger chin and CableMetal (Asiegbu, 2012). In spite of the generally poor perception of Made in Nigeria brands, these locally produced electric cables have be accepted based on their superior quality as confirmed by their long years of technical performance by experts. While the Nigerian case is dire, indeed very dire, it is noteworthy to highlight that the emerging economies of the world such as India and China were once greatly plagued by these consumer prejudice towards domestic products (Okechukwu & Onyemah, 2012), however through a proper understanding of the factors and the adoption of proper measures it has been drastically reduced.

Customer Satisfaction 

In order to have a complete understanding of customer loyalty, it is vital to undercover the notion of customer satisfaction. There has been a growing focus on the understanding of customer satisfaction in literature and scholarly articles as satisfaction is greatly linked to customer loyalty. “Satisfaction refers to the utility or feeling of satiety that the customer derives from the purchase and consumption of a product” (Khan, 2012). Satisfaction resulting from a service/product has so much to do with customers‟ anticipations. In the circumstances where the stream of supply of a company is in agreement with the customers‟ anticipation, this equals satisfaction, in this case, satisfaction will be at maximum and even greater once the stream of supply with the firm surpasses anticipations. In other words, customer satisfaction is an important evaluation of the company‟s product based on the dissimilarity that may occur between the predetermined anticipations and the definite performance of the services/goods provided. Satisfaction is defined as the confirmatory attitude that consumers display when consuming a specific service/product (Kumar et al., 2013). Customer satisfaction is also an imaginative mental process and thoughtful appraisal that the consumer offers to the present performance of a company‟s services/products. Uninterrupted satisfaction forms trust in the customer and this in turn leads to customer loyalty. Satisfaction is usually classified into two broad categories namely: social satisfaction and economic satisfaction (Geyskens & Steenkamp, 2000). Social satisfaction rises from the consumers‟ appraisal of the psychological benefits derived from their affiliation with a company. In variance, the economic satisfaction stems from the appraisal of the economic dividends that is the value for money derived from the customer‟s affinity with a company. Some existing literatures argue very strongly that there is a direct effect that customer satisfaction brings to bear on customer loyalty (Bodet, 2008; Khan, 2012).

Trust

On the other hand, trust can be seen as the consumers‟ knowledge and opinion that the organization will meet and surpass their needs. Previous studies on trust have identified trust as precursory to the creation of loyalty, highlights the positive impact of trust on consumer loyalty (Kumar et al., 2013; Liu, Guo & Lee, 2011). Gray and Marizka (2014) posited that building customer loyalty implies that the producers must make their product the preferred choice by providing services that will:  Distinguish the organization from their competitors.  Produce and create substantial and significant demand from the customers.  Establish superior value and  Build and secure loyalty of customers. Due to the difficulty and challenges encountered in measuring loyalty, many manufacturers and firms simply define loyalty as the sum of acquisitions made or a persistent form of buyer behaviour; additionally, they often ask the customer openly if they are „loyal‟ or not and this may not give a vivid measure of loyalty. This is because customers have often been found to claim loyalty simultaneously to multiple providers thus, some of the important attitudes and behaviours (Gray & Marizka, 2014). In the global business landscape competitors are mainly a click away, customer service now becomes the „modern‟ marketing and customer loyalty now has far reaching implications for business success. Modern day consumers are exposed to numerous information on business and ready to take responsibility to stick with organizations that provide better memorable customer experience. Once customers feel satisfied, they are more motivated to make a repeat purchase from their supplier again (Gray & Marizka, 2014).

Customer Loyalty 

Customer loyalty may be viewed as the consent of the customer to sustain their relationship and interactions with a definite firm or perhaps a particular service/product (Kim & Yoon, 2004). It is a “deeply held commitment to re-buy or re-patronize a preferred product or service consistently in the future, which causes repetitive same-brand set purchasing, despite any situational influences and marketing efforts that might cause switching behaviour” (Oliver, 1997). According to Rai and Medha (2013) customer loyalty is “a psychological character formed by sustained satisfaction of the consumer coupled with emotional attachment formed with the service provider that leads to a state of willingly and consistently being in the relationship with preference, patronage and premium.” The broad spectrum which customer loyalty covers is no doubt the reason for the huge attention it has enjoyed in the research arena. However, by tradition, customer loyalty research have categorized customer loyalty on two facets namely: “behavior and attitudes” (Dick & Basu, 1994; Oliver, 1999; Kumar & Shah, 2004). In line with this bi-dimensional view, Day (1969) posited that the evaluation of loyalty on “behavioural and attitudinal measures” is pivotal for making the very vital distinction of true loyalty from a fake one. Behavioural loyalty is seen as the customers willingness to make repurchases from the supplier and persist in relating with the company” while attitudinal loyalty is descriptive of the psychological and emotional attachments as well as the support of customers for the company expressed even in bringing new customers (Rauyren & Miller, 2007). In the context of “personal relationships, loyalty implies a feeling or an attitude of devoted attachment caused by affection. Such attachment makes a person feel responsible to persevere with that relationship even in adverse times” (Rai & Medha, 2013). A consumer can continue in his rapport with the firm and display loyal behaviour based on his belief about the brand because loyalty is akin to persistence (Rai & Mehda, 2013).
2.2
THEORETICAL FRAMEWORK

Information Integration and Accessibility Diagnostic Theories 

The information integration theory asserts that the consumer decision as regards the purchasing of a product is arrived at through a total appraisal of the product by allocating and tagging to each product feature: (1) a mark based on quality (2) its impact or significance (Dmitrovic & Vida, 2010). The accessibility-diagnostic model makes a good attempt at deciphering “why a different rating even in the same attribute causes different influence (different judgment-weight) in consumer evaluations” (Jo, Nakamoto & Nelson, 2003). Accessibility has to do with the ease with which information can be retrieved from memory whereas diagnosticity pertains to the “ability of an input (i.e. an information cue) to slave a particular judgment task, such selecting a specific model or brand within a product category” (Dmitrovic & Vida, 2010). Aboulnasr (2006) asserted that the more analytical an attribute is, the more of help it is to the customers as they make overall evaluation on the performance of the product. Accessible information such as the country stereotype is not utilized the evaluative procedures so far as the diagnostic information available is more than the accessible information (Feldman & Lynch, 1988). In other words diagnostic information usually overshadows accessible information when it is more available than accessible information. However, it follows that the converse is the case, in situations where the alternatives i.e. when the consumer is low on diagnostic information, he/she relies more on the accessible information which may be prior beliefs in the memory of the consumer and this what he/she bases his/her judgment upon. Jo, Nakomoto, and Nelson (2003) opined that the cues for evaluation that are highly familiar (accessible) carry superior weight than those which are not familiar and distinct. For example, they assert, that a brand like Sony TV, which has a strong household brand name is less likely to be affected by its country of origin than a less popular brand such as Fisher TV. The consumers thinking of purchasing Fisher TV do not have so much to rely on as the brand name is unfamiliar hence they most likely will seek country of origin as a signaling cue (Jo, Nakomoto, & Nelson, 2003).
LEARNING THEORIES
Perception and memory are closely linked with learning. Marketers want
consumers to learn from promotional material, so that they know which product to buy and why, and to learn from experience of the products, so that they will buy it again and pass on the message to others. Learning has been defined by Marguis, H (1961) , as: “The more or less permanent change in behaviour which occurs as a result of practice’. This implies from a marketing perspective, that the objective must not only be for the consumers to learn something, but also for them to remember what has been learned and to act on it. Therefore, advertising materials, for instance are carefully designed to maximize the learning opportunity. Humor, and other methods of provoking an emotional response to an advertisement, can help a message to stick because the recipient immediately becomes more involved in the process. Similarly, associating a product with something familiar that it evokes certain emotions can allow those feelings to be transferred to product. For instance, in Nigeria, printing the portrait of president Olusegun Obasanjo and His party (PDP) Logo on Local Textile fabrics will evoke emotions of his admirers, party, supporters and His political sycophants and this feelings could be transferred to the fabrics.Most buying decisions are functions of learning experiences acquired in problem solving situations. Consumers repeat the purchase of a product and brand if they have learned that the product is best for them. The learning pattern is quite complex. However, to understand behavior, one must understand how consumers learn.

COGNITIVE DISSONANCE
A theory of cognitive dissonance has been proposed by Festinger, L.  to explain one aspect of consumer behavior. This theory states that it is normal for individuals to behave in a manner that is consistent with their strongly held beliefs or attitudes and to avoid situations where their potential actions would be inconsistent or dissonant with these beliefs and attitudes so that they become consonant with their behavior.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 

This study was carried out on the attitude of consumers towards nigerian made goods, using Enugu metropolis, Enugu State as a case study. Residents of Enugu metropolis  form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of resident in Enugu metropolis, the researcher conveniently selected 80 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analyzed using the simple percentage tables, which provided answers to the research questions. 

3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of eighty (80) questionnaires were administered to respondents of which only seventy-seven (77) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 77 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.1: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	42
	54.5%

	Female
	35
	45.5%

	Age
	
	

	20-25
	15
	19.5%

	25-30
	19
	24.7%

	31-35
	23
	29.9%

	36+
	20
	25.9%

	Marital Status
	
	

	Single 
	10
	12.9%

	Married
	64
	83.1%

	Separated
	0
	0%

	Widowed
	3
	3.9%

	Education Level
	
	

	WAEC
	00
	0%

	BS.c
	35
	45.5%

	MS.c
	42
	55.5%

	MBA
	00
	0%


Source: Field Survey, 2021

4.2
DESCRIPTIVE ANALYSIS

Question 1:  What is  the attitude of Nigeria towards Nigeria made goods?

Table 4.2:
respondent on question 1

	Options
	Frequency
	Percentage

	Positive attitude
	45
	45.45

	Negative attitude
	12
	25.97

	Undecided
	20
	28.57

	Total
	77
	100


Field Survey, 2022

From the responses obtained as expressed in the table above, 45.45% of the respondents said positive attitude, 25.97% said negative attitude. While 28.57% of the respondent were undecided .

Question 2:  Do  Nigerians prefer Nigerian made good to foreign made one on the reverse?

Table 4.3:
Respondent on question 2

	Options
	Frequency
	Percentage

	Yes
	40
	58.44

	No
	17
	19.48

	Undecided
	20
	22.07

	Total
	77
	100


Field Survey, 2022

From the responses obtained as expressed in the table above, 58.44% of the respondents said yes, 19.48% said no , while 22.07% were undecided. 
Question3:  Is  the Nigeria made of quality or inferior quality?

Table 4.4:
Respondent on question 3

	Options
	Frequency
	Percentage

	quality
	38
	38.96

	Inferior quality
	19
	25.97

	Undecided
	20
	35.06

	Total
	77
	100


Field Survey, 2022

From the responses obtained as expressed in the table above, 38.96% of the respondents said quality, 25.97% said inferior quality, while 35.06% were undecided.

Question 4: Is  Nigeria made goods preferable?

Table 4.5:
Respondent on question 4

	Options
	Frequency
	Percentage

	Yes
	47
	51.94

	No
	10
	19.48

	Undecided
	20
	28.57

	Total
	77
	100


Field Survey, 2022

From the responses obtained as expressed in the table above, 51.94% of the respondents said yes, 19.48% said no , while 28.57% were undecided. 
Question5: What are the factors consumers consider before making purchases?

Table 4.6:  Respondent on question 5

	Options
	Yes
	No
	Total %

	quality and quantity
	77

(100%)
	00
	77

(100%)

	price
	77

(100%)
	00
	77

(100%)

	 time of delivery and source of supply.
	77

(100%)
	00
	77

(100%)


Field Survey, 2022

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 6: What can Nigeria manufactures do to direct the preference of Nigerians in Enugu metropolis to locally manufactured goods?

Table 4.7:  Respondent on question 6

	Options
	Yes
	No
	Total %

	Well branded product
	77

(100%)
	00
	77

(100%)

	By producing quality product
	77

(100%)
	00
	77

(100%)

	By making product price friendly
	77

(100%)
	00
	77

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

In this study, our focus was on the attitude of consumers towards nigerian made goods using Enugu metropolis as a case study. The study specifically was aimed at highlighting the attitude of Nigeria towards Nigeria made goods,  know if really Nigerians prefer Nigerian made good to foreign made one on the reverse, know if the Nigeria made is of quality or inferior quality,  find out if Nigeria made goods preferable,  find out the main factors consumers consider before making purchases, and determine what Nigeria manufactures would do to direct the preference of Nigerians in Enugu metropolis to locally manufactured goods.  A total of 77 responses were validated from the enrolled participants where all respondent are drawn from resident of Enugu metropolis.

5.2
CONCLUSION

Based on the finding of this study, the following conclusions were made:

The attitude of Nigeria towards Nigeria made goods is positive.

Nigerians prefer Nigerian made good to foreign made ones.

Nigerian goods are made of quality materials.

Nigeria made goods is preferable.

The factors consumers consider before making purchases are quality and quantity, price and time of delivery and source of supply.

Nigeria manufactures can direct consumers towards locally produced goods by having a well branded product, producing quality product and making porduct price friendly.

5.3
RECOMMENDATION

Based on the responses obtained, the researcher proffers the following recommendations:

The Nigerian manufacturing industry should adopt cost reduction strategy in production so as to provide reasonable and affordable prices for customers as this will go a long way in satisfying their customers.  

Nigerian manufacturers must strive for excellence in quality of made in Nigeria product with respect to their products and brands in order to compete successfully against foreign competitors. 
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.

SECTION A

PERSONAL INFORMATION
Gender

Male ( )

Female ( )

Age

20-25 ( )

25-30 ( )

31-35 ( )

36+ ( )

Marital Status

Single  ( )

Married ( )

Separated ( )

Widowed ( )

Education Level

WAEC ( )

BS.c  ( )

MS.c ( )

MBA ( )

SECTION B

Question 1:  What is  the attitude of Nigeria towards Nigeria made goods?

	Options
	Please tick

	Positive attitude
	

	Negative attitude
	

	Undecided
	


Question 2:  Do  Nigerians prefer Nigerian made good to foreign made one on the reverse?

	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


Question3:  Is  the Nigeria made of quality or inferior quality?

	Options
	Please tick

	quality
	

	Inferior quality
	

	Undecided
	


Question 4: Is  Nigeria made goods preferable?

	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


Question5: What are the factors consumers consider before making purchases?

	Options
	Yes
	No

	quality and quantity
	
	

	price
	
	

	 time of delivery and source of supply.
	
	


Question 6: What can Nigeria manufactures do to direct the preference of Nigerians in Enugu metropolis to locally manufactured goods?

	Options
	Yes
	No

	Well branded product
	
	

	By producing quality product
	
	

	By making product price friendly
	
	


